China is one of the most attractive wine markets and a hopeful wine producer in the 21st century. Current studies of wine in China tend to focus on the wine market but seldom analyze the domestic wine industry which contributes approximately 80% of the total wine consumed in the country while Westerners know little of it. This paper analyzes the current situation and the perspectives of the wine industry in China considering both traditional conditions such as wine history, wine policies as well as recent conditions such as ecommerce, climate change and domestic economy trend. We conduct a "SWOT" of the Chinese wine industry considering four sectors (producing, processing, selling and consuming) and use a SWOT Matrix analysis. Then we provide strategies for the development of the Chinese industry from governmental level, industrial level and enterprises level.
Introduction
The dramatic growth of the Chinese economy over the past three decades has encouraged international wine companies to enter the Chinese market and has also supported the development of the domestic wine industry. China is now the world's largest red wine consuming country with a population of 1.36 billion, and the world's second largest economy (Theguardian, 2014) . China is an important wine producer as well. According to the International Organization of Wine and Vine (OIV), China had the second largest world vineyard area (799,000 ha) after Spain and the largest global grape production (11.10 million tons) (sixth largest global wine grape production 1.48 million tons) in 2014.China was the world's eighth largest wine producing country (11.18 million hectoliters) and accounted for 4.1% of the world wine production in 2014. The wine producing Region Yantai of Shandong became an observer of the OIV in 1987 and Ningxia became the first Chinese provincial region to be an observer of the OIV in 2012. Approximately 80% of the wine consumed in China is produced domestically.
Even though the Chinese wine industry has developed significantly, many problems remain such as the scarcity of technology and administrative experience, the lack of wine making standards, high cost and low yield, all of which hinder the further development of the domestic wine industry. Since China becoming a member of the World Trade Organization (WTO), the domestic wine industry has faced competition from international wine suppliers.
However, new emerging factors such as e-commerce, wine tourism, the slowdown of the Chinese economic growth rate and the "anti-corruption" campaign present both challenges and opportunities for the Chinese wine industry.
Methodology and Materials
SWOT analysis has been a useful tool for analyzing complex strategic situations by reducing the information quantity needed to achieve a better decision (Helms and Nixon, 2010) . SWOT analysis considers both the current strengths and weaknesses and the future opportunities and threats (Corsi et al., 2013) . The SWOT analysis has been applied in many scientific fields including studies of wine industry.
First, we analyze the Chinese wine industry under both traditional and new conditions. This part of research is mainly based on a literature review and secondary data collected from government reports, business reports, online resources, research papers. Second, we use the SWOT analysis (strength, weakness, opportunity, threat) to explore the internal and external factors that will determine the future development of the Chinese wine industry.
Third, we examine both internal and external factors in four sectors (producing, processing, selling and consuming) of the wine industry to better understand their roles. We then establish SWOT matrix strategies of strength-opportunity, weakness-opportunity, strengththreat, and weakness-threat for the Chinese wine industry. Finally we identify strategies to enhance the development of the Chinese wine industry.
Result

Wine history
Alcohol drinking in China has a long history and it plays an important role in the life of Chinese people. Although in China grape wine is not the most consumed liquor, the Chinese grape cultivation history spans more than 3000 years. The Chinese name of grape "^ Pu Tao" can also represent the grape wine and in ancient Chinese "^" could also be written as " W which means "gathering together to drink and getting drunk" (Wang and Huang, 2009 of his poems. In many dynasties of China it is easy to find historical references of wine making and wine consumption (Jenster and Cheng, 2008) .
Wine production
The first Chinese wine company Changyu was established in 1892 by Zhang Bishi in the coastal city of Yantai, Shandong (Mitry et al., 2009 The domestic wine industry has developed significantly since the "reform and opening up" policy in 1978 (Fig.2) . In the period of 1980-1990 the Chinese vineyard areas developed very slowly on the basis of around 30,000 ha with a small production of grape below 900,000 tons (Li et al., 2009) . In this period the "half-juice wine" which mixed grape juice with water, sugar and other fruit juice was the main wine product in the market, and several problems of food quality existed. In the period of 1991-2000, the Chinese wine industry had a period of regulation and adjustment. In 1994 the production of certain "half-juice wine" containing less than 50% grape juice was permanently prohibited. By 2000 the vineyard area was 282,970 ha and the wine production was 2.02 million hectoliters. In the 21st century, due to the fast growing economy and increasing market demand, the Chinese wine industry has experienced rapid growth and both the yield and quality have been improved. This growth has been facilitated by the encouragement of government, the development of society and the advancement of The domestic wine production increased from 0.78 million hectoliters to 11.61 million hectoliters and the total vineyard area scaled up from 31,600 ha to 799,000 ha between 1980 and 2014 ( Fig.2) . Internationally, China plays an important role in wine production.
In 2014 China was the 8 th largest world wine producer with a volume of 11.18 million hectoliters after France, Italy, Spain, USA, Argentina, Australia and South Africa (Fig.3) . In spite of the significant development of the Chinese wine industry there are many challenges to be addressed. Problems such as low yield and poor quality, homogeneity of products, and inconsistent standards, are hindering the development of the Chinese wine industry (Wang et al., 2010) . The development of wine cluster needs several necessary supports such as a favorable development environment, good cooperations among enterprises and adequate talent resources (Ma and Qiao, 2009) . Improved regulations and legislations are necessary to solve the existing confusion and irregularity in the whole process from wine grape planting to wine making (Li et al., 2009 ).
Global climate change is a common challenge for all countries. Changing climatic conditions will have significant impact on viticulture and wine production. The effects on viticulture of global climate change have been and are likely to be highly variable (Jones et al., 2005) . Climate variables such as temperature, accumulated temperature, precipitation and frost free days affect the quality, quantity and distribution of wine ( 
Government support
In recent decades, the Chinese wine industry has achieved great developments. Wine industry has been one of the most rapidly growing and promising light industries in China.
The "12th Five-Year Plan" for the Chinese wine industry (2012) highlights the importance of government guidance and support to the Chinese wine industry especially in the improvement of wine producing regions, the adjustment of industrial structure, the development of science and technology, the assurance of product quality and the combination of wine culture and Chinese wine brands.
Politically, to guide and support the domestic wine industry China has released several national legislations and policies (Table 2 ) but compared to other wine producing countries which have a complete legal system, China still has a long way to go. There is a great need for a complete legal system such as the wine classification system for the domestic wines. In the approach to a complete wine legal system the small in-land province Ningxia that has become the first Chinese province to be accepted as an official observer of the OIV in 2012 has got one step further (Table 3) .
Institutionally, the grape and wine education is of great importance for the development of the Chinese wine industry, and talents with professional knowledge of grape cultivation, wine making, wine culture, wine tasting and wine business are more and more being welcomed in China. The need to develop the Chinese domestic wine industry urges the expansion of a high level education of wine. Until 2015, China had 16 universities (Table 4 ) offering the major "Viticulture and Enology Engineering" in the bachelor education and this number will keep rising. Among them, the "Northwest Agriculture and Forest University" and "China Agricultural University" are universities in the "211" project and "985" project, which means they not only have a good reputation but also advanced technologies and national support. Meanwhile, several advances in studies and technologies of grape and wine such as viticulture zoning, grape breeding, grape production have been achieved in China (Li et al., 2009 ).
In the meantime a growing interest of professional wine knowledge and culture has been observed. China has been one of the most important markets for the Wine&Spirit Education Trust (WSET) Organization that specializes in wine education (WSET, 2015) .
In big cities such as Beijing and Shanghai among people from a middle-class and business background there is a common belief that a good knowledge of wine can improve their self-cultivation and help their personal career. To offer food standard and abolish the production of wine that contains less than 50% of grape juice A revision of the old standard. To offer new standards which cover all processes from grape planting, wine production to transportation To offer principles for wine and fruitwine quality monitoring To provide the general requirements for the wine producers to have cleaner products meeting the national and local emission standards To support and regulate the development of the Chinese wine industry To initiate anti-dumping investigation against wine imports originated in the European Union (EU)
To initiate countervailing investigation against wine imports originated in the European Union (EU)
To terminate the anti-dumping and countervailing investigations against the wine imports originated in the European Union (EU) 
Wine demand
China was the fifth largest global wine market in 2014 with a consumption of 16 million hectoliters (table 5) which is almost the half of the total consumption of the United States of America (USA) and China has surpassed France as the largest global red wine market.
Due to the economy's expansion, the improved living standard and the growing middle class, there was a rising trend in both the total alcohol consumption and the per capita wine consumption of China from 2005 to 2012 (Fig.5) . Even though the total national wine consumption is huge, the per capita wine consumption is still small with only 1.18 liters representing only 11.5% of the United States of America (USA) and 2.4% of French (table 5) . However, the Chinese annual GDP growth rate of 2015 has been announced officially to be 6.9 % with 0.4% less compared to 2014. The slowdown of the economic growth rate or the "new normality" of the Chinese economy affects both the consumption of wine and the production of wine in China (Fig.6) . At the same time the "anti-corruption" campaign by the new Chinese government to some extent leads to a decrease in wine selling. This especially affects imported luxury wines that are often given as gifts to government officials or businessmen. From 2012 to 2013 the wine consumption dropped from 17.48 million hectoliters to 16.82 million hectoliters with a rate of 3.8% and the wine production decreased more sharply from 13.82 million hectoliters to 11.78 million hectoliters with a rate of 14.7%. Although in 2014 the wine production decreased less than the year before, with 1.4%, the wine consumption sank approximately 6.1%. This trend affects the domestic wine industry and foreign wine companies. For wines from
Bordeaux region the sales volume decreased by 9% and the sales value decreased by 17% in 2014 (thedrinksbusiness, 2015). Even though the Chinese wine market has some volatility, there is an opportunity to further explore the domestic market of China. It is worth noting the dramatic development of e-commerce. Even since 2008 China has surpassed the United States as the country with the largest number of Internet users, the number of Internet shoppers keeps growing with dramatic pace and the size of e-commerce is enlarging with a high speed. The total e-commerce market size in 2018 is predicted to be 7,300 billion RMB
(1,123 billion $) (table 6). Several wine suppliers have participated in e-commerce which offers a new market channel for wine companies and a new shopping platform for wine consumers (table 7) . Chinese people do appreciate travelling with the purpose of relaxing and acquiring new knowledge. As a response to the interest of wine and the desire of leisure, wine tourism has developed in China (Qiu et al., 2013) . The wine tourism (Fig.7) includes visiting wineries where the visitors may engage in several activities such as wine and food tasting, grape picking and learning about wine culture. Many local governments intend to develop the wine tourism to support the local wine industries and to attract investment. The Ningxia Government issued a plan to develop the "Helan Mountain Grape Culture Corridor" in 2011. By 2020 there will be a total number of 1 million acres of vineyards, one wine culture development center, 3 wine cities, 10 wine towns and more than 100 wineries (Chateaus) which will make this area a world-class wine and tourism region.
Tourism industry will be developed based on natural sceneries (deserts, Yellow River etc.), ecological sceneries (theme park of ecological restoration of mining and industrial areas etc.), historical and cultural landscapes (local ethnic history and culture etc.) and wine culture (wineries, wine museums, wine festivals etc.). Related industries such as real estate industry, food industry and film industry will also be developed. 
Wine trade
Many Chinese wine enterprises possess vineyards in several parts of China to produce domestic wines. Several Chinese wine brands have had good reputation among Chinese customers such as the "Great Wall" of "COFCO", the "Changyu" of "Yantai Changyu Group" and the "Dynasty" of "Dynasty Winery". However, top Chinese wine companies are experiencing a market share decrease for the competition from both domestic and foreign wines (Table 8) (Fig.8) . In 2013 an obvious decrease both in import volume and import value could be observed for several domestic reasons such as the "slowdown of economic growth rate" and the "anti-corruption" campaign. For the whole Chinese market, approximately 20% of the whole wine consumed in China is imported wine. France, Australia, Chile, Spain, Italia are main wine exporters of China (Fig.9) .
French wines occupy the largest sale volume and the largest sale value of bottled wine in China. For Chinese customers, France culture and food bring a good image to French wines and contribute heavily to the sale success (Yu et al., 2009) . New Zealand and Chile have got the zero-tariff to enter the Chinese market in 2012 and 2015 separately while Australia will get totally zero-tariff in 2019. Along with the lower-priced wines such as Spanish wines, the Chinese wine which mainly has price advantage in the lower-priced wine market will face a big challenge. 2. A complete wine law system targeting all the phases of wine industry from grape planting and wine producing to wine selling and wine trade is highly needed. Meanwhile efforts to regulate the local wine industry such as the "Regulation on the protection of Eastern Foot of Helan Mountain Wine Region" of Ningxia should be encouraged.
3. A national wine classification regulation which has been practiced in many main wine producing countries such as France, Italy and Spain should be introduced.
4. Wine product quality standards, wine quality control and inspection systems should be further improved while a wine quality and safety traceability system should be established. 6. Government leading mitigation and adaptation actions are indispensable for the Chinese wine industry to face the current and coming challenges and opportunities caused by global climate change which are also highly variable in different wine producing regions.
7. As the Chinese wine market has reached a new period of development with improved wine product and increasing domestic wine demand, there is a need to popularize wine knowledge and spread wine culture by wine education and wine training to guide Chinese customers for a rational and healthy consuming behavior in which domestic wine associations, wine institutes and wine academies can cooperate with government.
8. Wine culture and history with Chinese characteristics can be further excavated. Wine historical remains should be fully protected and more facilities such as wine museums and wine theme parks could be built.
Industrial level
1. The Chinese wine industry can fully take advantage of the broad and suitable Chinese territories for wine grape planting. The wine grape growing conditions of current large vineyard areas can be improved.
2. The domestic wine regions are widely distributed and each wine region has its own natural and social condition. Hence, grape variety and cultivation selection should be considered in distinct wine regions for a diverse and sustainable development.
3. Advisable plan of industry, upgrade of industrial structure and industrial innovation are key factors for the development of Chinese wine clusters. The advantage of abundant natural resources in the west Chinese wine regions and the advantage of well-known domestic wine brands and sufficient capital in the east Chinese wine regions can be combined.
4. Wine related industries such as wine tasting, grape picking, wine tourism and wine exhibition can lead to a diverse development of local wine industry and create vast job opportunities.
5. The appearance of wine chateau especially in the Shandong Peninsula and the Ningxia Hui Autonomous Region is the focus of Chinese wine enterprises towards domestic high quality wines and luxury brands. Also the appearance of chateau which combines quality wines with culture and history can enhance the quality of Chinese wines and motivate domestic customers. However, there is a great need to regulate and classify the rising Chinese chateau wines by specific regulations.
Enterprises level
1. The confidence of Chinese customers towards domestic wine quality is a determining factor for the survival of Chinese wine companies. Meanwhile, product differentiation and product innovation can contribute to the improvement of domestic wines which face fierce a competition from foreign wines.
2. China has a large population and a huge economy that offer an exciting market and a major potential of wine consumption. However, wine products must be adapted to conform to consuming tradition, market trends, and a declining rate of economic growth.
In the vast area of small Chinese cities and countryside there is a major potential demand for lower-priced wines.
3. Wine is not only an alcoholic drink but also a representative of culture and history. Hence, it is reasonable to endow domestic wines with cultural symbolism. While an interest in foreign cultures will continue contributing to the consumption of foreign imported wines, domestic vintners should highlight the Chinese culture and cater to the Chinese traditions.
4. The lack of wine knowledge and information hinders wine consumption of domestic customers. It is necessary to broadcast wine knowledge and guide customers' wine drinking behaviors. The total number of Chinese on-line consumers is increasing annually and e-commerce has offered a new platform where wine companies have new channels for wine selling and customers have a new option for wine purchase. A new marketing network which combines traditional market channels and e-commerce is crucial for the market expansion and the market competitiveness of Chinese wine companies.
Conclusion
During the developing of this research, we have presented the perspectives and the situation of the Chinese wine industry considering both traditional and new conditions to show its evolution and dynamics.
The Chinese wine industry has had a great advance being benefited from excellent natural condition, growing domestic economy, strong government support, and advanced technologies. There is a great need to make a further improvement in several aspects such as the establishment of a complete wine law system and a wine classification regulation which need a further cooperation between the Chinese government and the whole Chinese wine industry.
While opportunities such as e-commerce and increasing wine knowledge levels of customers are heighted, coming challenges such as the sales decrease and climate change cannot be ignored.
In conclusion, although the wine history of wine is long, the Chinese wine industry is still young and there are many things to be observed along its development road with both challenges and opportunities.
